Thomas J. Johnson & David D. Perlmutter: New Media, Campaigning and the 2008 Facebook Election. New York: Routledge. 2011. by Mogensen, Kirsten
MedieKultur  |  Journal of media and communication research  |  ISSN 1901-9726
Book Review















This  anthology  contains  reprints  of  five  articles  concerning  the  use  of  online  social-
interactive  media  (OSIM)  in  connection  with  the  2008  presidential  election,  written  by 
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Ragas and Kiousis use an agenda-setting approach. They have  studied  the extent  to 
which frames from the political activism group MoveOn.org and from the official Obama 
campaign  were  adopted  by  citizen  activists  producing  videos  for  a  competition  called 















As the internet has equaled newspapers as a source of information and people are getting 
information from a host of sources beyond traditional media, it no longer makes sense to 
talk about a single media agenda. Similarly, users have more information to choose from as 
well as more control over what sources they will search out, indicating that the public will 
increasingly have influence on the media agenda (p.5).
Hanson,  Haridakis,  Cunningham,  Sharma,  and  Ponder  look  at  the  relationship  between 
















The final  two articles  in  this collection examine user-generated content  in Facebook 
groups, and both contain interesting discussions and methodological experiments. Wool-
ley, Limperos, and Oliver found 541 Facebook groups affiliated with Barak Obama and 536 







Overall, the most significant finding here is not just that Barak Obama seemed to have 
more positive support than John McCain within Facebook groups but that groups which 










Students are using Facebook to facilitate dialog and civic political involvement […] Political 
discussions related to the political civic process, policy issues, campaign information, can-
didate issues, and acquisition of campaign products dominate across groups and election 
seasons […] In the primary season, pro-Obama groups focus mostly on short-term topics 
(candidate image and campaign issues), whereas pro-McCain groups focus mostly on long-
term topics (partisanship and group affiliation). The overall findings of this study suggest 
that youth online communities actively follow campaigns and post comments that foster 
the political dialog and civic engagement. (p. 102)
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